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SUBJECT: RETAILERS -—SPEAK OUTI 
(These sheets were mailed to ROUs 11/15/95) 

ROM to distribute 10 sheets to alt KAMs and AM s in their region ASAP. 

- i =r- 

These sheets were discussed during the AE, KAM, AM Category Advisor training in 
Winston-Salem. 

These sheets provide retailer testimonials supporting our Category Advisor approach versus 
being exclusive with a manufacturer. 

Thank you for your assistance on this matter. Note : This is a one time mailing - no extra 
inventories on hand. 

Program contact; Bill Roth, Ext. 6316 

Copy to: J. V. Maguire RSM’s 
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Don’t Sell Yourself Short. 

Since 1985, aggressive display and promotion have DOUBLED C-stores’ cigarette volume - 
at the expense of other outlets that chose to reduce the category's exposure. 

The fact is, almost TWO-THIRDS of all C-store cigarette customers DON’T BUY THE BEST SELLING BRAND. 


Why Force YoLir Customers 
To Look Elsewhere? 




• Overall Decline in the C-Store’s #1 Category 

• Competitive Disadvantage in the Marketplace 

• Loss of Customer Traffic 

• Limited Resources to Build Future Business 


Retailers - - 

“I’d like to see the manufectuners focus on how we can 
sell more dgarcttes as opposed to mandatir^ space 
and territory. This is a profitable category for u^ and 
for that reason, we have chosen not to de-emphasize 
the category.” 

lohnAntioco 

Chairman of the Board/CEO/President 
Ciide KCorporadon 


“ We don’t fed it’s reality to limit competition between 
manufecturers by turning the top category over to one 
manufecturer.” 

\^ctorJadc$on 
Executive Vice President 
lil’Champ Food Stores, be 


Show Your Customers 
That They Come First 



• Customer Satisfiiction 

• Traffic Building Promotional Activity 

• Maximum Display Allowances 

• Aggressive Di^lays, Promotions and Pricing 
to Build Volume 


- Speak Out! 

“ b the c-store business, the tobacco category is die 
baddwne of our buaness. ’Hierefore, we look to wodc 
with all ieadii^ manufectuiers to manj^ the category.” 

MUewdlyn 
DiiectOT of Marketing 
Uni-Marts be 


“I think any time you put yourself m an exclusive 
agreement with a manufocturcr, you risk bong at 
a competitive disadvantj^ because naturally me 
suppliCT will be less willii^ to qiend promotional 
ddkrs if youboi^t bto an oadusive ^reemenL ” 

Hal Adams 

Sr. Man^;er of Maiketii^ 
hkitional Convenience Stores be. 


Contact your RJR Representotive. And maximize your category profits. 
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